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1　Introduction
Language instruction has often used realia to bring the outside world 
into the classroom. In a similar vein, simulations let students experience 
real world situations in which to practice the target language. This paper 
will describe and analyze a language activity designated as “Origami 
Marketplace,” which uses quasi-realia in a quasi-simulation to create an 
environment that encourages students to use the target language throughout 
the activity. The quasi-realia are origami models prepared by students, 
which alleviates logistical problems associated with actual objects; the 
quasi-simulation, a marketplace of  buyers and sellers, involves a somewhat 
ritualized form of  interaction to help weaker students and encourage longer 
conversations.
2　Description
2.1　First iteration
This section will describe the first iteration of  Origami Marketplace. 
Students prepare origami models, to be sold during the simulation, before 
coming to class, with no specified minimum quantity, but “many” being 
recommended. Students are told that the more models they bring, the more 
they will get out of  the activity. In practice, students bring between 10 and 
20 models. The students are asked to fi ll out a form (see Appendix A) on 
which they write the name of  their store, and the descriptions and prices of  
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three of  their origami models. The descriptions will be used as the basis of  a 
‘TV commercial’ spot advertising their store at the beginning of  the activity. 
As many of  the origami models will be similar due to the limited origami 
repertoire of  students, the descriptions are encouraged to be creative 
and imaginative so that buyers will select models not just on the basis of  
outward appearance but also on the basis of  their purported characteristics 
(e.g., this model will bring luck, this model will enhance intelligence, and so 
on).
At the beginning of  class students cut up scrap paper to make paper 
money; using American denominations, they make 1, 5, 10, and 20 dollar 
bills. Everyone in the class should have the same amount of  money. Then 
the class is divided in two.  The activity has two sessions, with one half  of  
the class being the buyers and the other the sellers in one session, and then 
trading roles in the second. The following is a description for one session; 
the other session is identical except that students have changed roles.
First, each seller advertises her store at the front of  the class for one 
or two minutes, showing off  three of  her wares; students can use the form 
they prepared previously. Then, when all sellers have finished, they go to 
designated desks to set up their stores, as quickly as possible. Then the 
buyers roam around the stores, discussing and buying the origami models, 
using the paper money they had prepared previously. The forms on which 
students have wrote the descriptions of  their models also have phrases that 
they can use as buyers or sellers; as each phrase is used it is checked off  
the list. There is, however, no limit to the number of  times a phrase can be 
used. During this stage, buyers are encouraged to bargain with the sellers to 
lower the prices of  their wares; conversely, the sellers try to set higher prices. 
The buying and selling stage usually lasts 15 to 20 minutes.
At the end of  the session, sellers add up their money to see which store 
made the most profit.  The student making the most is designated the 
student with the best business sense.
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2.2　Second iteration
The second iteration of  Origami Marketplace replaces the individual seller 
presentations at the beginning of  each session with a browsing stage, with 
sellers immediately setting up their stores. Rather than have one seller at 
a time give a presentation, the sellers will give multiple presentations to 
various buyers as they browse each store around the classroom. Time-wise 
this stage would roughly equal what it replaced as buyers would spend only 
a few minutes per store. The instructor can also keep the flow of  buyers 
moving. Another change was simplifying the handout to bargaining phrases 
only, since students will be describing as many of  their models as possible, 
rather than being limited to three.
3　Analysis
3.1　Complexity theory
One way of  analyzing this activity is through complexity theory. This theory 
treats the class as an adaptive system of  interacting elements that creates 
patterns of  behavior unpredictable from examining just the individual 
elements; in this case, we look for a self-sustaining L2 activity. In an earlier 
paper (Kumai, 1999), a set of  four characteristics that capture key features 
of  a complex adaptive classroom activity was proposed, FFCF: Framework, 
Freedom, Comparative Encounters, and Feedback Sensitivity. Framework 
represents the rules of  the activity, freedom the leeway accorded to students, 
comparative encounters the chances students have to examine their own 
language with that of  others, and feedback sensitivity the ability of  the 
activity or students to change according to feedback or other changes. A 
key point is that complex adaptive system often exhibits a creative, pattern-
generating “edge of  chaos” behavior when the system has both a static, 
structured regime and a dynamic, chaotic regime; here, the edge of  chaos is 
an L2-only environment emerging from the framework, the static regime, 
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and freedom, the chaotic regime, in the activity. Thus part of  the analysis 
is to examine how the framework and freedom enhance the chances for 
an edge of  chaos regime. Further, complex adaptive systems tend to 
evolve to levels of  higher success or fi tness through feedback mechanisms; 
comparative encounters help students realize the direction of  higher fi tness, 
that is, more effective language use, through multiple interactions with 
similar, but different, language patterns.
The framework in Origami Marketplace consists of  the rules, goals, 
supplied phrases, and background knowledge of  marketplaces, the behavior 
of  buyers and sellers and bargaining strategies. The framework delimits the 
boundaries of  acceptable behavior. The main creative freedom comes in 
the choice and description of  models and the bargaining act. During the 
browsing phase, although most sellers explain their models via L2, there 
is little true L2 communication happening because the communication is 
mainly one-way: from sellers to buyers. However, during the bargaining 
phase the edge of  chaos regime can be seen. First, there is the anticipation 
that is built up during the previous phase; students invariably show a burst 
of  energy when the bargaining begins. Then there is the give-and-take as the 
sellers try their persuasive techniques while the buyers try to lower the prices. 
Some of  the set phrases deliberately create a competitive atmosphere: “The 
other store has a better price,” “For you, I’ll make a special deal,” and so on. 
Finally, the teacher gives pressure by announcing the minutes remaining for 
the bargaining. Although shopping in real life is a staid activity, the above 
conditions serve to inject the chaos necessary for an edge of  chaos regime. 
For the most part students actively play out their roles and communicate in 
L2 for the duration of  the activity.
As for comparative encounters, during the buying and selling, the 
participants have multiple chances to practice and observe the bargaining 
process, to pick up what strategies and language were effective. Indeed, 
students are seen to use successful L2 phrases, a process similar to 
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Vygotsky’s zone of  proximal development (1978) where students learn via 
interaction with peers. Further, direct competition with two or more buyers 
in one store or from adjacent stores wooing the same set of  buyers enhance 
the comparative encounter effect. The physical arrangement of  the stores 
can help in this regard: having stores arranged in an inward-facing circle with 
buyers free to move about in the resulting enclosed area gives good results. 
However, this activity has been successful in classrooms with front-facing 
desks as well. Students receive immediate feedback through the outcome of  
their transactions: whether a model is sold or whether a model is bought at 
an acceptable price. The buyers and sellers are hoping for success, making 
them naturally sensitive to the outcomes of  their transactions. Finally, the 
activity uses physical models and currency which reinforce the feedback 
effect, as a concrete as opposed to abstract exercise.
3.2　Investment
Another tool for analysis is a fi nancial metaphor, that of  investment (Pierce, 
1995). Motivation increases as the student perceives a higher rate of  return 
on their investment in the language learning process. In this activity, student 
investment appears in three places, the creation of  the origami pieces, the 
description of  the wares to customers, and the acting out of  shopping 
roles. As stated above, from the beginning students are explicitly told that 
the more models they make, the more enjoyment they will derive from the 
activity, a direct reference to return on investment. With students investing 
both time and physical labor, the motivation for doing well in the activity 
increases.
During the model description phase, students compete for business 
from prospective shoppers. Given the limited variety of  models, it is clear 
to the students that success in selling is directly related to their investment 
in the descriptions. Indeed, the students with less elaborate descriptions of  
their models end up with unsold inventory. Aside from the descriptions, 
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students also think of  promotional strategies, such as receiving additional 
models for the same price, selling a number of  models together as a set, and 
sale prices.
Investing in shopping roles involves the acting out of  an artificial 
scenario, an elaborate role-play. Part of  Pierce’s (1995) model involves 
investment in social identity; in this case, there is a clear, though fi ctitious, 
identity as an L2-speaking seller or buyer. Especially as customer, most 
students can imagine themselves shopping somewhere overseas. Further, 
the micro-society created in the simulation has L2-speaking as the norm; 
the more a student invests herself  into this ‘society’ the more she will feel 
compelled to stay in L2.
Social identity also involves power relationships (Pierce, 1995, p. 18). The 
sellers have the right (and are specifi cally instructed to) refuse transactions 
with customers who speak in L1. The customers also realize that L2 holds 
the key to access the store’s goods. As long as the sellers maintain their 
power status over the customers, the activity remains in L2. But in the next 
section we will see how the power relationship is reversed, leading to L1 
usage.
3.3　Breakdowns
Although for the most part students enjoy the Origami Marketplace activity 
in L2, especially during the bargaining phase, instances of  L1 use fi nd their 
way into the activity and are diffi cult to suppress. One point is that the focus 
of  the activity is not entirely on the language. There is actually a fork in the 
road that students face: to do well in the shopping roles or to do well in L2. 
Doing well in shopping entails communicating information and needs as 
quickly as possible, for at the same time other shoppers may buy the item 
under consideration first or the student may want to visit other stores in 
a short time; doing well in L2 involves focus on form which will tend to 
slow down communication. Given that staying in L2 requires more energy, 
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students may take the ‘easier’ L1 route.
Returning to the FFCF model, one of  the feedback mechanisms consists 
of  the sellers maintaining the L2 requirement, such as ignoring or refusing 
customers who use L1. While this might bring into check the customers, 
there are no similar mechanisms for the sellers themselves to stay in L2. In 
practice, when sellers cede their social advantage over the customers, L1 
fi nds its way into the activity.
The marketplace exhibits strong supply and demand effects. Since many 
of  the models students make are similar, the demand for them is low: a 
buyers’ market. In this context the social power of  customers increases and 
the incentive for sellers to remain in L2 is weakened. The shops start to 
accept L1 transactions in order to sell the goods. At this point the students’ 
social identity as L2-speakers loses out to L1-buyer/seller identities; the 
return on investment in their L2 identities has diminished.
One possible solution to this breakdown is to increase the social power 
of  the sellers. For example, the number of  buyers can be increased by 
having two or three customers in a store at any one time. To do this, stores 
might be run by two or three students at one time. Alternatively, the sessions 
might have students divided as one-third sellers and two-thirds buyers 
and having three sessions rather than two, with students playing the role 
of  buyers twice and sellers once. The disadvantage of  the former is that 
the sellers will have diminished talking time since the selling is shared with 
a partner. As for the latter, it may not be possible to have three sessions 
during one 90-minute class.
Another solution involves adding additional feedback mechanisms. For 
example, two stores in close proximity would monitor each other; if  one 
seller finds L1 usage in the other store, she can demand a fine from the 
profits of  the other store. However, this might put undue burden upon 
the sellers to accomplish sales and monitoring at the same time. Another 
method would be that buyers would be able to take, for free, any model of  
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their choice if  the seller uses L1. However, this situation hardly happens in 
real-life shopping!
Aside from L1 usage, other points of  failure in the Origami Marketplace 
include sellers selling out too quickly at with under-priced goods and then 
having nothing to do and weaker sellers having sold very little due to poor 
descriptions or technique.
4　Conclusion
The Origami Marketplace activity is a simulation in which students can use 
shopping as the backdrop for using L2. The logistics of  the simulation are 
simple; the entire activity can be fi nished within one 90-minute class. This 
activity has been successfully conducted with fi rst- and second-year classes, 
and in low, regular, and advanced classes. In designing the activity, the fi rst 
iteration emphasized the description of  the wares, but the second iteration 
focused more on interaction. The forces of  supply and demand can short-
circuit the L2 requirement; this remains an area for further improvement.
For two other approaches to this activity, see Gagné (2001). The 
advertising phase described in the fi rst iteration can be used to teach public 
speaking skills, such as how to focus on “selling points” of  a product. 
Alternatively, this phase can be used as a business English activity as 
students devise marketing plans for their goods.
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Appendix A
Sample form for Origami Marketplace. For the second iteration, the three 
text boxes are deleted.
SELLERS BUYERS
Name of  item:
Price:
Special features:
Name of  item:
Price:
Special features:
Name of  item:
Price:
Special features:
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□Welcome! □That’s too expensive.
□May I help you? □Can we make a deal?
□Please look at this one. □What’s so special about this one?
□This one is special. □I’d like to see that one.
□Let me tell you about this one. □Do you have any ...?
□The price is only 　　 dollars. □Tell me about this one.
□If  you buy this one, I will .... □Do you have a bargain sale?
□This is a fi rm price. □I’d like a discount, please.
□I’m sorry, no discounts today. □Can you lower the price?
□Let me think about it. □I can offer you 　　 dollars.
□How about 　　 dollars? □I won’t pay more than 　　 dollars.
□For you, I’ll make a special deal. □The other store has a better price.
□This one is better. □This is a great deal!  I’ll take it.
□This one has a better price. □No thanks, I’m just looking.
□You absolutely must take this one. □I think I’ll look elsewhere.
□EXTRA: □EXTRA:
